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PENGARUH CONGRUITY (ONLINE STORE AND LAND BASED 
STORE) TERHADAP PURCHASE INTENTION MELALUI TRUST 
IN ONLINE STORE DAN ATTITUDE TOWARD ONLINE STORE 
DAN PADA MATAHARIMALL.COM DI KOTA SURABAYA 
ABSTRAK 
 Penelitian ini bertujuan untuk mengetahui dan menganalisis 
pengaruh congruity (online store and land based store) terhadap purchase 
intention melalui trust in online store dan attitude toward online store dan 
trust in online store pada mataharimall.com di Kota Surabaya. Penelitian ini 
merupakan penelitian  kausal. Penelitian ini menggunakan teknik 
pengambilan sampel yaitu purposive sampling, dengan jumlah sampel 
sebanyak 160 responden. Setiap responden tersebut merupakan  individu 
yang pernah mengunjungi Matahari Departement Store dan pengguna 
Mataharimall.com dan berdomisili di Kota Surabaya. Kuesioner digunakan 
untuk mengumpulkan data dan selanjutnya diolah dengan teknik analisis 
SEM (Structural Equation Modeling) dengan program LISERL 8,7. Hasil 
penelitian menunjukkan bahwa  congruity (online store and land based 
store), attitude toward online store dan trust in online store memiliki 
pengaruh positif dan signifikan terhadap purchase intention. Congruity 
(online store and land based store) memiliki pengaruh positif dan signifikan 
terhadap  attitude toward online store dan trust in online store. Attitude 
toward online store memiliki pengaruh yang positif dan signifikan terhadap 
trust in online store.  
Kata Kunci:: Congruity (Online Store And Land Based Store), Purchase 











THE INFLUENCE OF CONGRUITY (LAND STORE AND ONLINE 
STORE) TO PURCHASE THROUGH TRUST IN ONLINE AND 
ATTITUDE TOWARD ONLINE STORE AT MATAHARIMALL.COM 




 This research aims to identify and analyze the influence of 
congruity (online store and land based store) on buying intention through 
attitude toward online store and trust at online store at mataharimall.com in 
Surabaya city. This research is a causal research. This study uses sampling 
technique with purposive sampling, with the number of samples as many as 
160 respondents. Each respondent is an individual who has appreciated 
Matahari Departement Store and users of Mataharimall.com and live in 
Surabaya. Questionnaires were used to collect data and then processed by 
SEM (Structural Equation Modeling) analysis technique with LISERL 8.7 
program. The results show the congruity (online store and land-based store), 
attitudes toward online stores and trust in online stores have a positive and 
significant effect on purchasing intentions. Congruity (online store and land-
based store) has a positive and significant impact on attitudes toward online 
stores and trust in online stores. Attitudes towards online stores have a 
positive and significant effect on trust in online stores. 
 
Keywords: Congruity (Online Store and Land Based Store), Purchase 
Intention, Attitude Towards Online Store, Trust In Online Store 
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